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Abstract 
Facebook has become the most important social network in the world, counting now over one billion users, of which more 
than 6 million are Romanians. Having access to a great number of customers, companies have decided to create a virtual 
presence on Facebook pages too. The main objective for these companies seems to be building customer relationships 
based on different types of adapted marketing communications. Efficient used, this tool can bring a lot of benefits to the 
companies. But it is not enough for a brand to create large communities around it, it is also important to develop these 
communities and to create a close and continuous relationships with their members. The promotional techniques can be a 
proper tool for this and contests are a popular method to raise the interest among the consumers. Keeping in mind that 
without a good message, the consumers will not get involved, it is important to know what stimulates and attracts their 
interest to participate in contests. Thus we will observe on an AIDAT model how important is each of the stimulants 
transmitted by the companies in each phase of the communication process. This article presents an analysis of the AIDAT 
model based on a comparative review of three promotional contests held on the official Facebook pages of different 
companies. Thereby we will reveal the different aspects that capture the Romanian Facebook users’ attention, triggers 
their interest, awakes the desire and convinces them to take action and share their stories to others.  
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1. Introduction 
“Social networking is as old as humans have been around. Just as in nearly every other species, humans 
have an instinctual need to be with, communicate with, and share thoughts, ideas, and feelings about their 
daily lives. Only the tools with which we communicate have changed over the millennia” (Safko, 2010). 
Nowadays, our life unfolds in two planes: in virtual space and in real space. As physical distances tend to take 
us apart from each other, the virtual space and its applications bring us closer and closer, saving time and 
money. For people and also for companies, this is not only a new environment, but also a lifestyle or a new 
way of interacting.  
Thanks to interactivity, social media is seen as “a group of Internet-based applications that build on the 
ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-
generated content” (Kaplan, A.M., Haenlein, M., 2010 apud Bădău, H.M., 2011). For the marketing activity, 
social media is not just a tool or a group of tools. In fact, marketers search for ways to connect brands to 
customers through social media. For companies “it is a new way of running a business which allows 
marketers to listen to consumers, creating branded content, services and even applications that give real 
benefits to customers” (Smith and Zook, 2011). 
Social media’s most significant component is the social network. On social networks people share 
information, advice, and talk about real life events. Therefore it is essential for companies to understand that 
social networks are not primarily a place to advertise, but a place to discuss, share experiences and to 
strengthen relationships. People like to interact and to talk, thus social networks are a way to keep in touch 
and listen to the consumers.  
Of all, Facebook has become the most popular social network in the world. From the beginning until today, 
Facebook took an interesting journey, passing through various stages. Although it was originally designed as 
a closed loop network for Harvard University students, Facebook has become a popular social network among 
Internet users and nowadays a powerful online marketing tool for companies worldwide. Marketers prefer 
Facebook due to the many possibilities of connecting brands to customers. The best approach to Facebook 
marketing involves using three useful ways to convey information and ideas to a large group of people: 
communication between friends, groups and applications (Scott, 2010).  
Adapting to this context, the promotional techniques transformed themselves from a short-term tool used 
to increase sales, to one that facilitates a better approach to consumers. Sales promotion strategies are now 
about building and reinforcing brand image and strengthening user loyalty (Smith and Zook, 2011). 
2. Conceptual framework   
The consumer processes information with both hemispheres and brands have both rational and emotional 
connections with consumers (McEwen, 2008). The affective involvement of the consumer and his 
identification with the brand values are the main reasons why brands must be friendly, talkative and close to 
the consumer.  
In this context, social networks seem to be a suitable home for brands and marketers. On social networks, 
the users show willingness to interact with companies. They prefer not to be exposed to advertising messages, 
but rather be engaged in dynamic and fun activities or experiences. These activities can be the Facebook 
contests that many companies decide to organize.  
On Facebook, the contests are one of the most popular marketing activities. But what are the elements that 
attract the consumers’ attention? What motivates them to participate in a contest? Are awards more important 
than brand reputation? We try to answer these questions with the AIDAT model. 
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The AIDAT model is an adaptation of the classic AIDA model to the Internet age (Charlesworth, 2012). 
The AIDA concept was introduced by E.K. Strong in his 1925 “book, The Psychology of Selling” 
(Charlesworth, 2012), and the model assumes that the consumer goes through three stages when he receives a 
promotional message: a cognitive, an affective and a behavioral stage, driving along a sequence such as find-
feel-act (Kotler and Keller, 2008). 
In the original concept the Action is the end of the chain of events. In the social media version an additional 
element is added: Tell (Charlesworth, 2012). P 290. Thus the AIDAT model explains which are the most 
important elements that conduct the consumer from first impulse to action and then to share his impressions 
and experiences with others.  
This extension of the AIDA concept makes the communication process circular: the last stage of one’s 
action leads directly into the first stage of the next consumer’s cognitive stage (Charlesworth, 2012 Pag 24).  
Summarizing, the components of the AIDAT model are: 
A - from ATTENTION - the message must grab the consumers’ attention. 
I - from INTEREST - in this stage the consumer is aroused by benefits and values. 
D - from DESIRE - the message and the benefits stimulate the consumer. 
A - from ACTION – the consumer is ready to act for obtaining the benefits.  
T - from TELL - the customer should be encouraged to tell someone about his action in order to repeat the 
whole process and gain another consumers’ attention. 
 
 
Fig. 1. The AIDAT Model 
The analysis of this model based on promotional contests requires some additional comments. Contests 
represent actions characterized by personal involvement of participants in a competition during which they 
must prove intelligence, skills or observation, at the end winning valuable prizes (Popescu, 2003). In a 
competition people interact directly with the products or services, are stimulated by the prizes and offering 
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free benefits the contest adds value to the connection between brands and consumers (Smith and Zook, 
2011).P 363 
”The prize list is the primary factor that determines the success or failure of contests. The consumers must 
find the prizes desirable in order to entice them to participate. A prize with low value does not work.” (Clow 
and Baack, 2010). Also “the consumers selectively choose which contest they enter. The decision is often 
based on the perceived value of the contest prize combined with the odds of winning. The perceived value of 
a prize has two components: extrinsic value and intrinsic value. The extrinsic value is the actual attractiveness 
of the item and the intrinsic value are those associated with participating. A contest requiring the use of a skill 
entices entry by individuals who enjoy demonstrating a skill.” (Clow and Baack, 2010) P 356 
The last stage of AIDAT model, Tell, supposes that a user will share with others the experience and he 
will talk about it, because the contest shouldn’t be an isolated event, it should draw the attention of as many 
users as possible.  
3. Operational framework  
The AIDAT model analysis was realized through an exploratory quantitative research conducted on a 
sample of 90 respondents. The respondents were Facebook members, participants in one of the three analyzed 
contests. The sample was divided into three groups of 30 respondents each, corresponding to the three 
reviewed contest. The survey used a self-managed questionnaire consisting of 10 items, mainly single-choice 
questions. 
The selected contests were organized by Nivea Romania, Business Days and KLM Romania, and were 
chosen on the basis that they took place in the same period of time and offered valuable prizes like trips to 
various European destinations. 
The first case study is the Nivea Deo Stress Protect contest. The Nivea Romania Facebook page was 
launched at the beginning of May 2011 and until now it has raised over 654,310 likes. (Facebook, 2013) 
On the 10th of May 2013 the contest organized by Nivea Romania was announced on the company’s 
official page. The announcement consisted of a message and a large image showing four stressful situations. 
The posted message was “What is the first step to success? Confidence. Nivea Deo Stress Protect helps you 
now to get more easily over the stressful situations. Experience stressful situations and you can win a trip to 
Prater, Vienna for you and three of your friends.” This post raised 193 likes, 26 shares and 56 comments. The 
application attached to the contest was named The stress test and it required the participant to send the 
message to five of his friends in order to enter the draw for the trip to Vienna.  
On the 16th of May the Nivea Romania page changed its cover photo with an image showing the same four 
stressful situations. This action raised 114 likes, 7 shares and 14 comments. 
On the morning of May 20, a new contest announcement was posted on the Nivea Romania page. It 
consisted of a message and an image. The image showed the same four stressful situations and a wheel in an 
amusement park and the message was: “How can you overcome more easily stressful situations? With 
confidence in yourself and with Nivea Deo Stress Protect. Take a break from daily stress and go on a trip to 
Prater, Vienna with three of your friends. Access the app and sign up for the contest!”. The post received 201 
likes, 3 shares and 8 comments. 
On May 23 the last announcement was posted on the page, and this time the message (“Win the anti-stress 
kit from Nivea and help your friends with a boost of confidence! With the Nivea Deo Stress Protect 
application you can enjoy together with your friends for 3 days in the largest amusement park in Vienna!”) 
was accompanied by a different image, with a greater visual impact, and the word Prizes written on it. This 
action registered 845 likes, 112 shares and 28 comments. 
The second case study is the contest organized by Business Days. The Business Days page joined 
Facebook on January 2011 and until now it has raised over 22,898 likes. (Facebook, 2013) 
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On the 15th of May 2013 a teaser heralding the contest was posted on the official Facebook page. It 
included a video about cruises and the message: “Do you like it? Do you want such an adventure? Stay tuned 
for soon we will launch a contest with our partner Bonaventura-Next Level Holiday in which you can win a 
luxury cruise for two persons on one of the largest cruise ships in Europe.” This post raised only 12 likes.  
On May 16 along with a series of cruise ships images it was posted the message: “With which one of these 
cruise ships would you go on vacation? The contest is about to begin ... One of the prizes will be a 7 day trip 
for 2 persons on a luxury cruise ship.” The post raised 9 likes. 
On May 19 the contest was officially launched. The message (“We are launching a super competition! 
Win a trip for 7 days (all-inclusive) on a luxury cruise ship in the Mediterranean for two, in three steps:[...] 
Join the contest now!”) was accompanied by a large picture of a cruise ship with the word Contest on it. The 
participants had to upload a photo and write a quote about leadership, to invite as many friends to join the 
contest and gather the most likes for their photo until the 26th of May. This post raised 145 likes, 31 shares 
and 8 comments. 
The third case study is the KLM Romania contest. The KLM Romania Facebook page was launched in 
January 2011 and so far it has raised over 38,604 likes. (Facebook, 2013) 
On the morning of May 22, 2013 an announcement was posted on the official KLM Romania page. The 
attached message to an Amsterdam photo was “Attention, we are preparing something for you! Who wants to 
go a weekend in Amsterdam and attend Amsterdam 2013, the biggest event this year in the Netherlands?”. 
The post gathered 352 likes, 26 shares and 75 comments. 
At noon, the KLM Romania page changed its cover photo and all the fans were invited to Explore 
Amsterdam. This action triggered 60 likes, 3 shares and 17 comments. Shortly after that, a post consisting of 
the message “Fans of Amsterdam, tulip lovers, fond of Van Gogh and bicycle rides: show us how well you 
know Amsterdam and win a weekend for two at Amsterdam 2013. Details here: [...]” was displayed. The post 
raised 2640 likes, 187 shares and 64 comments. In order to compete and enter the draw, the participants had to 
use an application in which they had to virtually explore Amsterdam and find at least 3 locations, as quickly 
as possible. 
4. Results 
In the case of the Nivea Romania contest, the responses showed that the participants found out about the 
contest directly from the official Facebook page posts in 83.3% of the cases and from the friends posts on the 
wall in 16.7% of the cases.  
The results showed that the image grabbed the users’ attention for 66.7% of the respondents, the message 
of the contest in 20% of the cases and the name of the company organizing the contest in 13.3% of the cases. 
The element that aroused the respondent's interest was the list of prizes in 76.7% of the cases, the 
application of the contest in 20% of the cases and the ease of signing up for the contest for 3.3% of the cases. 
With regard to the element that stimulated the desire to participate in the contest, results show that was the 
desire to win the great prize (56.7%), the desire to win any of the prizes called into play (36.7%) and the 
desire to get involved in an interactive and interesting application (6.7%). 
The extent to which the application mattered in order to participate in the contest registered the value 2.37 
on a semantic differential scale with five levels of measurement. This shows that The stress test had little 
importance in the decision to participate in the contest. 
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Table 1. Assessments regarding the Nivea Romania contest application 
Positive attribute Responses  Negative attribute Responses  
Amusing 80%  Annoying 20%  
Appropriate 96.7%  Inappropriate 3.3%  
Attractive 86.7%  Unattractive  13.3%  
Easy to use 93.3%  Difficult to use 6.7%  
Useful 30%   Useless 70%  
If it weren’t a condition imposed by the contest application, only 36.7% of the respondents would have 
shared the contest with their friends, while the rest of 63.3% wouldn’t’t.  
The respondents were all women, with the following ages: under 18 years (3.3%), 18-25 years (33.3%), 
26-35 years (56.7%), and 36-45 years (6.7%). 
In the case of the Business Days contest, the responses showed that the participants found out about the 
contest directly from the official Facebook page posts in 80% of the cases, from the friends posts on the wall 
in 16.7% of the cases and 3.3% from another source (a blog). 
The element that grabbed the users’ attention was the image (53.3% of the cases), the name of the 
company organizing the contest (30%) and the message of the contest (16.7%). The element that aroused the 
respondent`s interest was the prize for 86.7% of the respondents and the application for 13.3%. The element 
that stimulated the desire to participate in the contest was the desire to win the great prize (90%) and the 
desire to get involved in an interactive activity (10%). 
The extent to which the application of the contest mattered in order to participate in the contest registered 
the value 3.23. For the majority of the respondents (36.7%) the application mattered significantly in order to 
participate in the contest. 
Regarding how would the respondents describe the application of the contest the responses were: 
Table 2. Assessments regarding the Business Days contest application 
Positive attribute Responses  Negative attribute Responses  
Amusing 70%  Annoying 30%  
Appropriate 90%  Inappropriate 10%  
Attractive 73.3%  Unattractive  26.7%  
Easy to use 66.7%  Difficult to use 33.3%  
Useful 56.7%   Useless 43.3%  
If it weren’t a condition imposed by the contest application, only 23.3% of the respondents would have 
shared the contest with their friends, while the rest of 76.7% wouldn’t’t.  
The respondents were 66.7% men and 33.3% women, with the following ages: 18-25 years (36.7%), 26-35 
years (60%), and 36-45 years (3.3%). 
The KLM Romania contest participants discovered it on the official Facebook page posts in 70% of the 
cases and on the friends’ posts on the wall in 30% of the cases.  
Regarding the element that has grabbed their attention, the responses showed that the image was important 
for 50% of the respondents, followed by the name of the company organizing the contest (26.7%) and the 
message of the contest (23.3%). 
The element that aroused the respondent’s interest was the prize for 70% of them, the application for 
23.3% and the ease of the competition for 6.7%. 
1576   Otilia-Elena Platon et al. /  Procedia Economics and Finance  15 ( 2014 )  1570 – 1577 
In case of the element that stimulated the desire to participate in the contest, opinions were divided 
between the desire to win the great prize (63.3%) and the desire to get involved in an interactive and 
interesting application (36.7%). 
The extent in which the application of the contest mattered in order to participate in the contest registered 
the value 2.60. This shows that Explore Amsterdam wasn’t’t an impediment in taking the decision to 
participate in the contest. 
Regarding how would the respondents describe the application of the contest the responses were: 
Table 3. Assessments regarding the KLM Romania contest application 
Positive attribute Responses  Negative attribute Responses  
Amusing 86.7%  Annoying 13.3%  
Appropriate 93.3%  Inappropriate 6.7%  
Attractive 90%  Unattractive  10%  
Easy to use 76.7%  Difficult to use 23.3%  
Useful 63.3%   Useless 36.7%  
If it weren’t a condition imposed by the contest application, only 30% of the respondents would have 
shared the contest with their friends, while the rest of 70% wouldn’t’t.  
The respondents were 63.3% women, 37.6% men, with the following ages: under 18 (6.7%), 18-25 years 
(43.3%), 26-35 years (40%), 36-45 years (10%). 
Measuring the level of agreement with a Likert scale for different statements (from -2 representing total 
disagreement to +2 representing total agreement), the responses for the whole sample were: 
Table 4. Level of agreement regarding different statements 
Statement Average level of agreement 
I participate in most contests that I know about. - 0.32 
I participate only in contests to which I’m interested in the prize. 0.56 
I participate in contests in which I believe I have the chance to win. 0.41 
Contest organizer has a great importance in the decision to participate in a contest. 1.03 
I enjoy interacting with companies through Facebook pages. 0.38 
I would like to see more contests on Facebook. 0.93 
Contests of various companies on Facebook are trustworthy. 0.68 
5. Conclusions 
Although the study has its limits because of the small sample used, some conclusions can be drawn. The 
main conclusion of the study is that promotional contests are indeed a popular method used to get the 
consumers involved with brands. The main aspects revealed by the analysis can be grouped around the three 
stages of the communication process.  
Thereby, at a cognitive level we can observe that the image used to signal the contest is the most important 
element. This conclusion is also demonstrated by the large number of likes obtained by the contests when they 
used images with great visual impact and with significant words written on them, attracting more easily the 
consumers’ attention.  
At an affective level a desirable prize is the element that manages to best stimulate the consumers.  
At a behavioural level the research shows that the action that the consumers take has to be a positive one, 
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attractive, easy to use, amusing and somehow useful. Comparing the applications used by Nivea, Business 
Days and KLM we can observe that the applications that entertained the consumers got much attention than 
the ones that tired them. The best application seems to be the one that requires the participants to perform 
some type of activity and demonstrate their skills in a relaxing way. 
Another important conclusion is that users must be required to share the content with other users. 
Otherwise, they are significantly less likely to do it. 
The results show that the respondents do not tend to participate in all contests they discover and that they 
select them according to their interest in the prize or their belief in their chances of winning. The respondents 
consider that Facebook contests are trustworthy and they would like to see more such applications, but the 
organizer has a great importance in the decision to participate in a contest. 
The main element on which the companies organizing contest on Facebook should concentrate is 
generating buzz content around their actions.  
As a conclusion for the article, the most important aspect on which companies need to focus when 
organizing contests on Facebook is that they have to persuade consumers to share information with their 
friends, transform them from passive participants into proactive ambassadors of the companies’ messages. By 
sharing the experience on the wall with others a simple message announcing a contest steps into that the cycle 
starts again. 
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